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[Abstract]

This study investigated the influence of presence, informativeness, vividness, and flow experience in augmented reality-based
performing arts on viewing intention. The key findings are as follows: First, presence significantly enhances informativeness.
Second, it also positively impacts vividness. Third, presence boosts the flow experience. Fourth, higher levels of informativeness,
vividness, and flow experience lead to increased viewing intention. Therefore, it is essential for augmented reality-based
performing arts to explore various ways to increase audience presence using AR technology. This approach is key to maximizing

informativeness, vividness, and flow experiences in such performances.
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Table 1. Confirmatory factor analysis

A 7lgt S0z ZoEA HEY, YT, SZ 0| 2Rt

I=H

B S.E t AVE CR Cronbach’s a
03) The use of augmented reality in the performing arts went well with 820 _ _
the real environment < Presence ’
02) The use oflaugmented regllty in the performing arts gave the feeling 907 | 060 | 203717 711 880 877
of moving into a real environment < Presence
01) The use of augmented reality in the performing arts gave the feeling 799 059 | 18 180"
of being in the real world < Presence ’ ’ ’
07) Performing arts using augmented reality provided me with useful 693 _ _
information related to performances < Informativeness ’
06) Performing arts using augmented reality provided me with complete 601 091 | 10,983
information < Informativeness ’ ’ ’ 503 812 807
05) Performing arts using augmented reality provided me with detailed 813 | 089 | 13889 ’ ’ ’
information < Informativeness ’ ’ ’
04) Performing arts using augmented reality showed the information | 768 083 | 13.270"*"
expected < Informativeness ’ ’ '
11) Performance art using augmented reality was exciting <— Vividness | .839 - -
10) Performing arts using augmented reality stimulated various sensory 710 059 | 15810
organs < Vividness ’ ’ ’ 635 874 872
09) Performance art using augmented reality was vivid < Vividness 805 | .056 | 18.491""" ' ' '
08) The performing arts using augmented reality were lively and lively < 828 049 | 19 4347
Vividness ’ ’ ’
14) My attention was focused on performing arts using augmented 801 _ _
reality <— Flow experience ’
13) | fell in love with performing arts using augmented reality < Flow 806 060 | 18 469" 712 881 878
experience ’ ’ ’ ’ ’ ’
12) Deeply immersed in performing arts using augmented reality < 902 057 | 20 151
Flow experience ) ) ]
17) I will try to view performing arts using augmented reality < Viewing 875 _ _
intention ’
16) | intend to view performing arts using augmented reality < Viewing
intention .828 | .051 | 20.521 674 .861 .855
15) have a plan to see performing arts using augmented reality < 756 | 045 | 17 667"
Viewing intention ’ ’ ’

** p<.001
5) Bt E
oo SAL o) A5-=([58],[69]& Evi® i <A
ol BAjol w44 melelel 3Ekow FART A
=3l dislide 53 SAE A= A8 2384 &t ~ ©

w}$- THEh S Agate] S4HGI:

3-3EfEet Mals #3

T8 55 HYEE 458 ste] 914 aEA S
AL o]E FEl Re AgEet BEIARATPE
o189l oL A B =R (reliability analysis)S 2A18ke] W)
AeA Z(Cronbach’s )& AS3ISIEE ool HiEiks
SMAVE)Z /I 2 E(CR)E F7H o2 ER1s1elt). -
A 1A QRS AAste] BEll A3t vl At
RMR=.039, RMSEA=.058, GFI=.933, NFI=.935,
TLI=.951, CFI=.9602.% g}l¥] o] BE HFx|47}F 47|
To T5T A0 E et REsE 2] HelE HA

601614 Hrh 9072 H27179] 402 AT, AT
HEW] ) BAHOE 9l5Hp<.00D). B

2997

FES 523~7112 HA 7]159) 508 7 Yehge
v g AFE 9] 812~.881% HA 7]FEQ 70 de
Aoz vept 1 el mrt ER1IEAT) olefo] WA A=
S AW 807~.878% AL 8} ol A v A Elg
Tl Boz FrrE

3-4 AlzHz|
AnAele e e B

EESGT A, B Ao AR E WSS

S 9JEte] Felx Q2 X (confirmatory factor analysis)
Kel

=

574 Aol whet Fo AnE
S g 4%

AN, EA, T W] BgEsh A2y B71E 9

3l B EAFZHAVE) Y 7d AF%(CR), WAHRAIE
(Cronbach’'s )& &<13}3t) AlA|, W= 7 AtS dolr

7] fJ3te] AT (correlation analysis)-% 2AE
o g, AgHEE ASeE] fldtel A=A (path
analysis)& TIUTE o)e] AL SAZEHRI

SPSS 21.07 AMOS 21.0& o] 8313t

http://www.dcs.or.kr



B ATl AEE Fo WrEe] ARl dor]
S5}e] JRARA S AASIC 1 A} TeEse gu
A(r=290, p<ODF AAFHr=254, p>.0D), 2979

(r=.203, p<.01), THEe % (r=.424, p<.01)9} 22+ 44 4
TS vehlon, rgde BATH r=.419, p<.01), BUYA
#(r=.152, p<.01), W= (r=.590, p<.0D<} 2zt A4
A4S Hole Zow BT AR EJAET
(r=.198, p<.0D), W= (r=.482, p<.0DS} 717F 47 4
7 ERaL, BUA e Bl E(r=.280, p<.ODS} A

o

=
4UE Roliz Ao FRANUT, AAqOoR Tz, 4
Wy, AT BUPY, vEelRe dua ARoE
= =

.152~.5909] MFE Vellal, B SAF o2 19l

F 2. AEEAEA
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Informativ | , . . Flow Viewing
Presence Vividness . ) .
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Presence 1
Informativ— 590" 1
eness
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experience
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" p<.01
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Table 3. Hypothesis test result
B | S.E t
H1 Presence — Informativeness .290 | .038 | 6.275™""
H2 Presence — Vividness .255 | .036 | 5.453"""
H3 Presence — Flow experience .203 | .049 | 4.292"""

H4 | Informativeness — Viewing intention| .462 | .041 | 11.457"
H5 Vividness — Viewing intention 260 | .043 | 6.404™""

H6 |Flow experience — Viewing intention| .161 | .030 | 4.303"""
* p<.001

Informativeness
/)' \
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Presence ézgm > Vividness — .260%* —» Viewingintention
o
203 1617

S Flow experience e

Model fit RMR=036, GFI=.966, NFI=.314, CFl=.916, IFl=.918
=2 p= 001
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Fig. 2. Hypothesis test model
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